This research reviews a concept which is still relatively less considered by retail banks: managing complaints. A review of literature will highlight the importance of managing complaints by banks in a CRM approach. Then, analyzing the contents of real complaints in 4 different banks allowed us to form a database. This database allows researchers and bankers alike a better view of banking complaints and will give us the opportunity to suggest concrete recommendations on how to improve complaints management.
Introduction
Strategies for managing the effects of service incidents on satisfaction, intention to complain …. have been studied to restore exchange balances between a customer, potentially disappointed by a flawed service, and the "offending" firm. Faulty services and their management may be seen as an exchange situation in which players evaluate their profits and losses.
In this context, complaint management may be considered a key, even an essential, variable within a service-based relationship. A dissatisfied customer is likely to cut off the relationship or act in a negative way which may damage the firm. Moreover, it is admitted that seeking a new customer is generally more costly than preserving an existing one (Fornell C. and wernerfelt B., 1987) .
Retail banks' faulty services tend to negatively affect service quality and consequently customers satisfaction. This state of affairs tends to intensify the need for an efficient complaints management system (Sabadie W. and Prim-AllazI., 2006) . This paper aims at examining content of real customer complaints of 4 retail banks. Data analysis allowed us to classify retained complaints by topics and order of importance. This study attempts to provide a database for retail banks so as to better manage customer complaints and lead a better customer complaint management system.
The very nature of services, conditions of their supply and consumption naturally make the interactions between contact personnel and customers very strategic (Eiglier P. and Langeard E., 1987) . Services are characterized among other things by their intangibility and heterogeneity and by customer involvement in servuction (Eiglier P. and Langeard E., 1987) . Intangibility notably results in complicating the evaluation of what the service provider is offering and even sometimes during consumption of what is being offered (Sabadie W. and Prim-AllazI., 2003) According to Des Garets et al. (2009) , interpersonal relationships are particularly important in a context where service quality is difficult to evaluate and risk is perceived high by customers. Then, relational marketing is perfectly adapted to banking sector. Banks have already called for some tools to go through CRM (Des Garets V., Paquerot M. and Sueur I., 2009)
For an Efficient CRM, a Good Complaints Management is Needed
Des Garets et al. (2009) showed that many tools have been used by banks to establish a customer relationship in view of « attracting, maintaining and reinforcing customer relationship" thus imposing the merits of relational marketing. Zablah et al., (2004) assume that CRM is often considered as the visible part of relational marketing and is its implementation phase. However, customer involvement in servuction and the importance of interpersonal relationships explain as well the numerous incidents that likely take place (Sabadie W., 2000 ).The service provider should then prevent incidents and make available an efficient complaint management system (Sabadie W. and PrimAllazI., 2003) .
Firm-wise, incidents management integrates itself within a relational view of exchanges as it raises the issue of the necessary efforts needed to compensate for the loss incurred by the customer on the one hand and maintain and even promote the relationship on the other hand Perrien et al. (1995) , marketing research often privileges factors underlying and reinforcing relationships and focuses less on factors explaining its disruption. While explaining reasons of relationships disruptions within banking sector, roles of accounts directors and contact personnel, these same authors showed that relationship weakness is the primary reason, of which "complaints management" is one component (Perrien J, Paradis S. and Banting P.M, 1995) . Customer dissatisfaction may be revealed through complaints. Complaints, when expressed, are strong and revealing signals for the firm, leaving available an ultimate chance to maintain relationship with customers, if it is able to understand and manage complaints (Crié D. and Ladwein R., 1998) .
However, it is worth noting that dissatisfaction is a necessary motive yet often insufficient for a complaining behaviour. It is the triggering factor of the process. However, it has been shown that there is a relationship between dissatisfaction intensity and complaining (Crié D., 2001) .
Complaints or Complaining Behaviour
Chébat J.C., and Slusarczyk W., (2005) suggest that the process of complaining implies "transactions" between the dissatisfied customer and service provider. These exchanges may lead to compensation mechanisms that meet more or less customers' expectations. Other authors chose to focus on presenting the concept of complaining behaviour. Jacoby. J. And Jaccard. J.J., (1981) define complaining behaviour as « an action undertaken by an individual in the form of a communication about a negative element of a product (service), either to the firm or to a third party". According to Day R.L. and ali (1981) , a complaining behaviour is a result of a given consumption act, following which the consumer is faced with an experience leading to a higher degree of dissatisfaction, strong enough to be neither psychologically appreciated nor forgotten". Singh J. (1988) conceives of a complaining behaviour as a process explaining that this behaviour, triggered on the emotional and sensational levels by a perceived dissatisfaction, is part of a more general context of responses to dissatisfaction. This process is twofold. The first is behavioural yet forcibly it leads to no action towards the frim. Within this latter dimension it is convenient to consider complaining behaviour. The second refers to absence of action from the part of consumer.
Other authors rather choose to consider and define the concept of "complaint". Complaints may be considered as a customer's attempt to change a situation perceived unsatisfactory. Sabadie. W and Prim-Allaz. I., (2006) assume that a complaint has three elements to it; a transmitter, the motive and the origin of the problem. These same authors point out that a complaint may be defined as a request for information, change and/or compensation from the part of a consumer towards an organisation, following dissatisfaction of which the organisation is held responsible by the customer .
Finally, they define a complaint as a result of an explicit action by customers, or their representatives, towards the concerned organisation. It distinguishes itself from actions which are not directly oriented towards the firm (mouth-to-ear, complaints to consumers associations or courts of law, switch purchasing towards other providers …). They judge that this distinction is important as it underlines the strategic nature of a system encouraging the collection and management of complaints (Sabadie W. and Prim-Allaz I., 2006) . However, Crié D. (2001) defines a complaint as follows : a complaint belongs to a set of responses to a perceived dissatisfaction. This author distinguishes this definition from the Anglo-Saxon concept of complaining behaviour and judges it in a very reductionist fashion. Indeed, the Anglo-Saxon view considers a complaint as being part of a set of responses to perceived dissatisfaction (Crié D., 2001) . The same author conceptually defines complaining behaviour as a public behavioural response to dissatisfaction specifying that for the firm only a fraction of its responses are perceivable of which complaints.
Complaints Management: Particularly Important for the Banking Sector
Complaints management is important for the service sector as the customer finds services difficult to evaluate and as the firm finds controlling them even harder (Sabadie W. , Prim-AllazI. and Llosa S., 2006) . Complaining presumes that the customer blames all or part of his/her dissatisfaction on the provider (Chébat J-C, Davidow M. and Codjovi I., 2005) . The blame is the customer's own perception and it is this latter component which is decisive in managing complaints. Indeed, even if the firm is not responsible, yet the customer is convinced otherwise. He/she expects a resolution for the problem as he/she believes that the firm is the only part responsible for it. Thus, identifying the origin of the problem as perceived by the customer is a major element of complaints management process. Indeed, the firm entertains a duality of interests: preserve future benefits related customers and improve quality of its services. Nevertheless, this reasoning presumes that the organization proposes an efficient complaint management system.
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Processing complaints through a centralized service seems to be perceived best as an insufficient need and at worst as a useless and dangerous undertaking. Responding to complaints is considered as an essential task of a customer service for two main reasons. On the one hand, it is a source of profits and on the other hand it is an opportunity to entertain a qualitypromoting policy (Rust R.T., Zahorik A.J., and Kenningham T.L, 1996) .
Why can an Efficient Complaint Management System Only be Beneficial for a Bank?
Within a service relationship, human factors dominate human exchanges. It is difficult even impossible to entirely model what explains the numerous glitches that may take place (Sabadie W. , Prim-AllazI. and Llosa S., 2006). The service provider, being completely unable to prevent these incidents, should provide an efficient complaint management system (Rust R.T., Zahorik A.J., and Kenningham T. L, 1996) Problems should be resolved at the level of daily interactions between contact personnel and customers, which counts as one of the main services specificities (Mayaux F. and Revat R., 1994) . Thus, a service involving competent contact personnel, in charge of "Complaints Management", is needed. This should be valued and deserves more attention by researchers and practitioners alike. Then, success of a service and preservation of loyalty rest on the social interactions between contact personnel and customers. More particularly, they rest on a good complaints management, a crucial element in maintaining bank performance. Complaints management offers real opportunities to retain customers having problems with the service provider, provided that they are satisfied by how their complaints are processed (Hart C., Heskett J., Sasser W. E., 1990).
The paradox of complaints management rests on the hypothesis according to which following an incident a dissatisfied customer may be more satisfied and more loyal than a customer with no incident provided the firm proposes an adequate management of his/her complaint .
Even if switching to other banks is not simple, the sector's officials grew aware of the need to establish a true relationship with customers in view of limiting the opportunistic nature of exchanges and retaining these exchanges for a long time. Several tools have been proposed to promote exchange occasions that give the impression that a relational approach has been adopted by banks.
Which Complaints Management for Banks?

Methodology
Following the literature review, we insist that a qualitative study of customers' complaints and complaints management is of order. Indeed, the aim of this study is to obtain a better comprehension of complaints management within banking sector, a process which is less recognised, conducting a qualitative study. However, we are convinced that such a study, based on observations and content analysis, is more rewarding than a simple study based on questionnaires. This analysis would allow us the opportunity to suggest some concrete proposals to help banks better manage complaints.
Data and Sample
As a reminder, an analysed complaint is that which is object of statements, oral or written, of a dissatisfaction formulated by a customer towards offered products or services.
Note that the present study does not rely on scenarios or intentions of behaviour but on an analysis of real complaints collected from 4 retail banks taken from different departments as shown in the following table (Table 1) .
These studied real complaints have been collected from customers of these 4 banks, mostly individual customers. 
Interpretation of Results
The content analysis of 902 real complaints of the banks under study allowed us to extract 7 topics and 34 sub-topics. The list is not exhaustive as it is limited to services targeted by this study. The results generated for each topic and sub-topic a set of responses to be taken by banks as a database (see Appendix). These responses relate to degree of complaints importance, resolution possibility, solutions, delays and some propositions. The set of this information in this database allows us to report the following results:
• A theme analysis of the set of complaints revealed 7 themes : accounting functioning problems, complaints on reception and service, complaints about online service, complaints on credits, complaints on cards and ATMs, cheques problems and others.
• A second theme analysis has been conducted and revealed 34 sub-themes.
• Among the 34 sub-themes, we noticed that 25 are settled complaints and 9 are unsettled complaints.
• These complaints differ in their degree of importance ranging from an ordinary complaint to an urgent complaint and of which important complaints are a majority.
• Complaints settlement time varies between « an on-the-spot settlement » to « two-week settlement » and improving complaints management pours into reducing settlement time.
• Among the most-frequently settled we can mention those related to cards and ATMs. This kind of complaints varies but settled in almost all cases.
• As for unsettled complaints, we can mention those related to account billing fees, rates dates, tax payment, interest rates, notification of an overdraft cheque …
• In this case, the constraint is generally « legal ». Put differently, rules apply. For this kind of complaints, customers should be explained the measures undertaken.
• Some complaints may be avoided even cleared if more attention is taken, like : double fees, accounting errors, hard-toread statements ….
• Some propositions are suggested in the database for each sub-theme and we note that reducing settlement time is the most important. Indeed, this component may even differentiate banks where services are similar and imitation is growing fast.
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Conclusion
Managing a complaint is not a simple task. Nowadays, firms seek all means to reach improving their services quality. This latter cannot be done only trough resolving problems with their customers, mainly settling complaints. Indeed, complaints management in an organization integrates itself within this initiative and aims at continually improving quality of products and services offered to customers. Whatever the size of this organization, it should promote the development of a complaints processing policy. Furthermore, customers' satisfaction is a strategic objective of a Complaints Management policy.
Particularly, within the service sector a complaint is another chance for the firm to improve quality of its service and win again customer's trust. We note that customers with problems and who complain remain loyal to the firm than those who remain silent about their dissatisfaction.
However, a justified complaint can only be a signal of a misunderstanding. A complaining customer seeks that his/her complaint is taken into consideration by the bank. Then, a customer who has been listened to and understood may become the best spokesman on behalf of the bank and accordingly the bank cannot ignore the importance of settling their customers' complaints.
Complaints management needs then a considerable effort to reach some results. However, the bank will accumulate many advantages as improving service quality may make its customers loyal thanks to a better complaints management. Furthermore, the main objective of complaints management is to restore a complaining customer's satisfaction in order to stabilise the relationship with the bank. This approach integrates itself within relational marketing and is an aspect of CRM.
Generally, complaints management goes through stages. First, information should be gathered. Customer care division should report directly to the adequate player known for its expertise, i.e. the service in charge. Giving the example of cards-related complaints, the monetary service is the adequate service to provide settlement. It should as well follow the complaining customer and see whether he/she is satisfied by the service given and should obtain feedback.
Second, the well-foundedness of the complaint should be examined, i..e problem source, as there are complaints which are founded and need compensation and there are complaints which are not well founded. Finally, responses should be provided to the complaining customer.
Finally, it should be noted that the effort undertaken by customer care is not often enough to restore the relationship with a complaining customer. Indeed, Boshoff C. and Leong J. (1998) show that, within their contexts of study (air transport and banking services), customers with incidents attach more importance to the fact that the firm assumes error responsibility than to the personnel ability to promptly manage the problem and apologize.
This study is first step of elaborating a "good" complaints management process for banks.
One of the limitations of this study is the field of study. This topic has never been examined in a very competitive trade context. This paper contributes to clarifying complaints management within banks through proposing a database, specific to banking complaints. It allows for a better view of banking complaints and offers a way to improve the way there are processed and a better customer relationship management.
The list of this database, though not exhaustive, represents a first conception of the topic and a first conception to be generalised and updated by other types of complaints.
This database, if digitalized, allows customer care a direct access to settling complaints by having the necessary information for an efficient and quick management of complaints. We can add to it a "service in charge" to be directly consulted, mainly for the case of new customer care personnel whose rotation is very frequent in banks.
Recommendations and Future Research
Complaints processing increases the firm's sales and image. If the bank examines deeply its criticism, it should perceive that it is relatively easy and less costly to predict customers' dissatisfaction and change the most furious into better ambassadors. Indeed, customers who complain are not enemies; they simply look for settling their complaints whatever the condition.
This study allowed for generating some managerial implications and recommendations of which the first relates to listening to customer. It is mandatory to cast dynamism onto customer listening. This aim may be reached through a regular personnel training on how to listen to customers increasing thus their satisfaction while respecting their demands and avoiding them access to complaints. Moreover, making listening tools available to contact personnel turns out to be important. In other words, a well trained contact personnel will need tools to better do the task like opinion records where contact personnel put down customers propositions (suggestions, complaints, encouragements ….).
The second crucial element of an initiative to improve complaints management is undoubtedly complaints settlement time. Generally, a good management of all complaints, which put customer care personnel in contact with the customer, is possible through reducing settlement time. The more the contact personnel react promptly to complaints, the more the customer is satisfied and the relationship is restored. The firm should guarantee in all cases its strength and ability to directly handle the customer to find an immediate solution.
The third point to be taken into consideration for a good banking complaints management is related to classifying complaints. All complaints are not equally important, easily settled, and similarly founded. Then, banks should classify complaints in view of managing them better. They should as well specify, for repeated complaints, the service in charge and the "ready" solution to be efficient.
The fourth implication, considered the most important as it is the most neglected relates to following-up complaints. Success of complaints management is possible through the presence of a customer followup service which insures durability and continuity of management. There are many follow-up means like following customer after settlement phase through a simple phone call or through send a customized letter to each customer to know whether or not he/she is satisfied. It is worth noting that a "thank you" note written by hand and sent to the customer is desirable as this kind of personalized approach is strongly appreciated by dissatisfied customers. In conclusion, bankers should take in charge their customers' follow-up and insure that the problem is efficiently resolved. A complaint follow-up is a sign of responsibility towards customers. In turn, the customer may have a good perception of offered services quality and bank's image. The follow-up allows knowing whether customers are satisfied by offered services and /or by the way complaints are managed. In case of satisfaction, this allows for favouring customer relation management, known as CRM. In this context, complaints follow-up is mandatory for a CRM whose objective is to create, promote and entertain permanent relationships with customers.
In case of dissatisfaction, the bank should be at its customers' disposal to satisfy them and make them loyal. This is the case of some unsettled complaints object of regulations. In this case, the bank should explain to customers the reasons for not processing their complaints in a very polite manner. Finally, complaints management is • The database may be improved even enriched so as to include all types of banking complaints.
• Many firms create departments specialised in complaints management. Is it mandatory? What is the best choice: hand complaints management to customer care personnel or create a specific department for that?
• Resolving a problem requires the firm to know well dissatisfied customers and conduct advanced research of their profiles.
• Evaluating complaints management using some indicators like increase of number of complaints in time, improving settlement time, satisfied7unsatisfied complaints ratio, proportion of complaints by service …. (Mayaux F. and Revat R., 1994) .
• Studying customers' expectations using complaints will be interesting. 
